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“SMARTEST SHOES ON CMM. squart"-~ 


HAS SUCH APPEAL FOR AMERICAN MEN 


Every real man admires « performer that can deliver the goods. In the ring, or 
in shoes, a smart performer is quickly recognized and the story of his fame 
travels fast. 

American men were just as quick to recognize Johnsonian’s 
Performance Value. Perhaps, it was because Johnsonian deal- 
ers knew that in them, for the first time, they had a Measuring 
Stick of Value, what their customers got for their money, and 
unhesitatingly recommended Johnsonian. This retail accept- 
ance is logical too, for dealers find that Johnsonian sales are 
made faster and easier to men who know style and valve. 
Johnsonian Performance Valve. deserves a chance in your 
store. A letter or wire will put it to work for you! 


JOHNSONIANS ARE IVIg 


sila: JOHNSONIAN DIVISION 
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AC SOLE STITCHING 
MACHINE—MODEL C 


Among the smart Spring styles for 


women, new prominence is given to 
shoes with lightweight, wheeled 


extension edges. 


The W/E Sole Stitching Machine 
— Model C affords a most economi- 
cal and satisfactory means of sole- 

attaching for this fashionable 


sole treatment. 
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VERNE R. GIBBS 


Treasurer and Superintendent, Manning-Gibbs Shoe Company 


No. 9 in a series of Darex 
advertisements dedicated to the 
shoe factory superintendents of 
America — the Men Who Know 
Shoemaking Best. 





Verne Gibbs §spe 








speaking of 
slippers... 





Verne Gibbs’ first job, with Daniel 
Green, was something of a proph- 
ecy, although it lasted only from 
1916 till he entered the Army two 
years later. Serving till the end of 
the war as a sergeant in the Medical 
Corps, he returned to a job as fore- 
man with Outing Shoe Company in 
Worcester, went from there to 
Grosvenor Shoe Company, where 
he worked his way up to be superin- 
tendent and purchasing agent. 

But he wasn’t done with slipper- 
making. In 1929 he purchased an 
interest in Manning-Cook Shoe 
Company, becoming its superinten- 
dent and treasurer, and three years 
later, when he bought out Cook’s 
interest, he and Edward A. Manning became equal 
partners in the business. 

That same year, too, they turned from soft-sole 
slippers to the hard-sole hostess and D’orsay types 
that have made them famous. Today, at a price range 
just above the volume market, they are making over 
4,000 pairs a day, selling direct to more than 4,200 
retail outlets in every state in the Union, with an 
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iel enormous in-stock business. And enh. anié 

»h- not a little of their success is due to — means 

>m their conviction that slippers de- 

vo mand as skilled shoemaking as I shifted to 

of shoes —and deserve as carefully their light 

val chosen foundation materials. 

re- Having come up the hard way, = 

in Verne Gibbs understands labor. 

to The small turnover in workmen has last ten 

re enabled him to use new shoemak- the ba 

n- ing machines years before they be- ae 
came standard in the industry. In 

f- fact, — many of his original 

in employees are still with him. 

re But his sound judgment as a shoe- 

n- maker dealing with men, materials 

rs and methods is coupled with a na- 

"s tive Yankee business acumen that 

al gave his company one of the largest in-stock slipper 
departments that is closely attuned to the buying 

le needs of shoe retailers. This balanced conception of 

.§ making handsomer, better, more comfortable slip- 

€ pers more easily available for retailers has given him 


a prominent place among the Men Who Know 
Shoemaking Best. 
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a new member has been added 


to the under-cot line-up an 


the Garrison Oxford 


They're new—even for an army of stream-lined tactic, blitz equipment and 
smart attire. The mode has swung to natty lapel coats, civilian trousers, barracks 
hats and plenty of insignia. And now the wise men of the quartermaster deprenines 
have detailed the proper shoe to complete the picture. It’s the Garrison Oxford, a sturdy 


serviceable shoe for general wear and plenty of style in its crisp military lines. 


SH 
OF MEANS So MUCH 





Salute to the 
Garrison Oxford! 


—with its tough, heel-hugging, shape-holding counters of top- 

quality fibre. The shoe has been designed and built for service 

closely paralleling “stout fella” civilian wear. For strong, fast-moving, 

hard-stepping men in their early twenties. The specifications bespeak quality 

materials and construction throughout... ‘The counters shall be cut from the 

best quality No. 1 fibreboard and shall be fully molded to conform to the lasts.” 

Here is official recognition of a point that wise shoe men have known about for 

years. The Spaulding Garrison Oxford Counter meets this and every other specification 

for strength, thickness, precision molding, sizes and manufacturer's identifications. We 
salute the new shoe and the specification writers who have confirmed our long-standing conten- 
tion that no other part of the shoe means so much—in appearance, fit and value—and costs so little. 


SPAULDING FIBRE COMPANY INC., North Rochester, New Hampshire 


SPAULDING S 


Garrison 


COUNTER 
and COSTS SO LITTLE Specified for Soldiers . . . First Choice for Civilians 








“JUST two short words will an- 
swer your question,” said Mr. A. J. 
Pauly of Stix, Baer and Fuller, 
St. Louis. We had asked him for 
the secret of steadily increasing 
volume of women’s shoe sales in 
his store. ; 

“Repeat Sales are the two 
words,” he went on. “The shoe 
that brings women of all ages back 
for more, is the shoe we want to 
push. And I don’t know of a bet- 
ter example than Air Step. Here’s 
why: 

“First of all, Air Step has the 


three big things that any shoe _ 


must have to build repeat busi- 
ness. These are, excellent fitting 
qualities, smart styling and qual- 
ity workmanship. 

“With sizes complete from 
AAAA to EEE, 2% to 11, there 
isn’t a shoe in America that can 
out fit this one. Then, of course, 
you can’t overlook the fact that in 
the Magic Sole, Air Step has a 
comfort feature that our men can 
effectively demonstrate right on 
the floor.” 


“WHAT about styling?” we asked. 
“Air Step styling,” he replied, 


(Advertisement) 


A. J. PAULY 


“is not only modern and in good 
taste but it has another more or 
less intangible value created by 
national advertising. Full-page ads 
appearing regularly in prestige- 
building publications like Life and 
Vogue lend added authority to 
styles that are right.” 

At this point we interrupted to 
ask Mr. Pauly if there were other 
within-the-store reasons for his en- 
dorsement of the Air Step line. 





Surveys show that Air Step advertising is 

the best read of any women’s shoe copy 

appearing in national magazines. Air Step 

is also the largest user of color magazine 
advertising. 





Buyer and Merchandiser of Shoes, 
Stix, Baer & Fuller, St. Louis 


One Way to 
Inerease Volume 


Each Season 


Number 3 of a Series of 
Retail Success Stories About 
Air Step Shoes 


MARGARET STEVENS 










by 





“That’s not hard to answer,” he 
said. “There’s the matter of low 
inventory in early season for one 
thing. We don’t need to buy a lot 
of shoes until we’ve had a chance 
to sort of feel our way along. From 
that point on, we can get an even 
flow of fast-selling in-stock styles 
as we need them.” 


* ” * * * 


REASONS like these make it easy 
to see why Air Step is the fastest 
growing line of women’s shoes in 
the country today . . . Why such 
important retailers as these handle 
Air Step: Powers, Minneapolis; 
O’Neill’s, Baltimore; Rich's, At- 
lanta; The Fair, Chicago; Palais 
Royal, Washington, D. C.; Halle 


Brothers, Cleveland; Gimbel 
Brothers, Milwaukee; Miller & 
Rhoads, Richmond; Kaufman’s, 


Pittsburgh; Wetherby-Kayser, Los 
Angeles (to name but a few). 

If you are interested in securing 
an Air Step protective franchise in 
your market, get in touch with us 
and one of our specialty men will 
bring you the details. Air Step 
Division, Brown SHor Company, 
St. Louis. 
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TREASURER Auburn, New York 
wane. ALBERT GALLATIN 
Dear Mr. stewart: 
It is & pleasure to orm you that 
Women's Voluntery services have given 
"casual Classics” 
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WINDOWS are more than. selling 
space. They are good will in its 
best expression. Who is there that 
has not felt good will toward a 
store that donates its windows, for 
a time, to Red Cross, War Relief, 
Community Chest and local drives 
and civic promotions? But the very 
“tops” in good will comes in the 
Christmas season and fortunate the 
store that has the breadth and scope 
of understanding to make the most 
of its windows at this sentimental 
season of the year. 

In all New York, one Christmas 
display was outstanding—the Frank- 
lin Simon Co. facade on Fifth Ave- 


nue . . . an entire store front, six 








stories high, covered with Christmas 
trees inserted on a forty-five degree 
angle, to give the effect of a forest 
of fir trees. The snow white run in 
the center showed Santa Claus and 
his reindeers coming down the face 
of the building and jumping through 
and into the store windows. 

praise to the man who thought of 
the idea and double praise to the 
card in each window, which read: 
“TO THE MOST BEAUTIFUL 
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Trade. 


THING IN THE WORLD—A 
SMILE IN THE HEART OF A 
CHILD.” It was a wonderful thing 
to do . . . to forget the normal 
function of windows to tell and sell 
—and to let the old, old story of 
Santa Claus give to young and old 
that feeling that “the smile in the 
heart of a child” is a precious thing 
to preserve in this mad, mad world. 


* * #*# 








DONALD M. NELSON, executive 
director of the Supply, Priorities 
and Allocations Board, speaking 
at the National Consumer-Retailer 
Council meeting, said: 

“I am frequently surprised at the 
number of people outside the de- 
fense program who suggest how we 
could, get along with far simpler, 
plainer, less gaudy things than we 
are accustomed to. And they in- 
variably add: ‘People would get a 
lot of fun out of it.’ 

“So I should like to toss out the 
idea that when a frill has been re- 
moved from some product, instead 
of trying to find some phony imi- 
tation of it so it will look just like 
its predecessor, the simplified, de- 
frilled product be made to stand up 





by itself, proud that: it has been 
streamlined for defense, that its 
bright-work has gone into weapons 
to defend this country and to fight 
Hitler.” 

Mr. Nelson “hazarded the guess” 
that consumers would back retailers 
and manufacturers in such simpli- 
fication and would be “less than 
patient with the manufacturer who 
falls all over himself trying to fool 
the public into thinking that every- 
thing is just the way it always was.” 

“My advice,” he said, “is not to 
hem and haw and try to cover up 
the simpler things that will come 
out of this program. My advice is 
to brag about it.” 


a 


tin, 





ARTHUR C. FATT of the Grey 
Advertising Agency, Inc., in New 
York, conventioneering, said: 
“Your industry is in the position 
of a carpenter who invests in a fine 
chest of tools—and then uses only 
one of them—and that one, a ham- 
mer. I’m sure you know what I’m 
talking about . . . the tendency of 
so many of you to use Price Appeal 
in your advertising almost to the 
exclusion of everything else. 
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“Don’t misunderstand me. I’ve 


no quarrel with Price advertising. 
It moves goods—we all know that. 
But price advertising is a charac- 
teristic of a transient business, of a 
day-to-day policy or a_hand-to- 
mouth existence . . . here today and 
gone tomorrow.” 
ia 


* * 


Q. FORREST WALKER, economist 
for R. H. Macy & Co., Inc., in an 
address before the New York So- 
ciety of Security Analysts, said: 
“If we can agree that national 
dollar income will continue to rise 
and that retail sales will amount to 
substantially more than one-half of 
this total, our next problem is the 
incidence of taxation on the income 
groups who will be the chief bene- 
ficiaries of public expenditures. 
Over 60 per cent of family income 
falls in the groups which receive 
less than $3,000 per year. In 1918, 
the income tax on such an income 
of a married person with no depen- 
dents was $60, and under the pres- 
ent law it is $98. The difference 
amounts to $38, or about 72 cents 
per week. On a net income of $5,- 
000 with the same marital and de- 





TO BE OR NOT TO BE 





—Arthur Dix of Iron Age says:— 

—''Those single-sentence vitamins N. 

W. Ayer & Son, the advertising 
agency, has been running on the 
front cover of Printers’ Ink, should 
be administered one at a time to 
those who think that advertising 
can be safely dispensed with dur- 
ing a sellers’ market: 

""The business that rests on its 
oars has a long pull ahead.’ 
‘Only the savage neglects to 
cultivate his crops when his 
stomach is full.’ 

— ‘He who sits on top of the world 
has a lofty perch but a long 
way to fall.’ 

‘The public forgets the business 
when the business forgets the 
public.’ 

"You have to run very fast just 
to stay in the same place.’ 
‘Let not the plough stand though 
the crib be filled with corn.’ 

‘It is but a short step from out 
of sight to out of mind.’ " 


SUT Bon 


President 


during the basic period, but substantially 
similar to goods of a kind and quality 
sold during the basic period, must be 
sold at more than the ceiling price for 
the latter goods.. In case of doubt, the 
onus of proof is on the seller of the 
goods. 

3. All retailers are expected to con- 
tinue to sell merchandise in the same 
price ranges as has been their practice 
in the past. In buying new or seasonable 
goods, not substantially similar to goods 
sold during the basic period, retailers 
must have these established price ranges 
in mind. 

No merchandise can be priced for sale 
at a price higher than would have been 
appropriate if such goods had been sold 
in the basic period, having regard to the 
retail price structure at that time and 
prices then actually charged for goods of 
the nearest similar classification and in- 
trinsic value sold at that time. 

4. Where the manufacturer’s or whole- 
saler’s asking price is too high to enable 
the retailer, who is bound by the above 
rules, to have his usual gross mark-up, 
the retailer, wholesaler and manufacturer 
should arrange between themselves each 
to absorb a fair share of this higher cost 
so that the price to the consumer will not 
be increased.” 

This is interesting because Can- 
ada is ahead of us in price control 
work and her experimentation may 
he the pattern for our eventual plan. 

+e 











pendent status, the difference is 
$143, or about $2.75 per week. 

“As the vast bulk of consumer 
expenditures at retail is by families 
in the modest-income groups, it 
seems clear that the new tax bur- 
dens will not do more than cause 
some transitory check upon the ris- 
ing dollar volume of total retail 
trade. 

“The present rise in the standard 
measures of the cost of living is 
moderate in amount. A substantial 
further rise would doubtless stimu- 
late a considerable shifting of con- 
sumer demand from higher to lower 
price categories and from luxuries 
and semi-luxuries to necessities. 
Generally, a rising cost of living 
means that a substantial part of 
the rise has occurred in food, cloth- 
ing and similar items that retailers 
sell. It checks the physical volume 


of sales, but the effect is mainly felt 
in shifts in demand rather than 
drastic reduction of total dollar de- 
mand. 

“If we can judge from British 
experience, it is difficult to foresee 
any practicable form of price con- 
trol that would change the rising 


trend of sales.” 
- = * 


THE Wartime Price and Trade 
Board of Ottawa, Canada, has laid 
down four rules under which the 
general price ceiling will be applied 
on new purchases of goods: 

“1. New purchases of goods identical 
with those sold during the basic period 
must be cold to the consumer at not more 
than the highest price charged for such 
goods during the basic period, just as 
goods already on the shelves or on order 
must be sold at not more than basic- 
period prices. 

2. Goods of a kind or quality not sold 


E. R. BRECK of the Daniel Green 
Company, Dolgeville, New York, 
declares the Daniel Green POLICY 
is a three-way plan, as follows: 

“TOWARD THE PUBLIC... 
The marketing of a quality product 
at a fair price; The maintenance of 
equal terms and prices to all cus- 
tomers. Fair and courteous treat- 
ment to all customers and suppliers ; 
To live up to the claims made in our 
advertisements. 

“TOWARD OUR PRODUCT ... 
Never to sacrifice quality for price; 
To build on quality, letting the price 
fall where it will rather than to 
build to a price regardless of qual- 
ity; To maintain quality in the face 
of price demands, even though it 
means temporary loss of sales. 

“TOWARD OUR EMPLOYEES 
. . . To give equal opportunity to 
all, advancement to be judged solely 
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on basis of fitness for the position, 
as determined by the facts and rec- 
ords; To give a square deal to all; 
Differences and adjustments to be 
settled on facts rather than on opin- 


ion.” 
* * + 


ROY EASTMAN, who operates a 
Research Organization at 330 West 
42 Street, New York City, sends us 
the following just-before-resolution- 
time letter, entitled: 

“He Never Got The Barn Built" 
Old Sam Hubbard died the other day. 
Some allowed it was inflammatory 

rheumatism, some said liver, but my opin- 
ion is that it was just old age and dis- 
appointment. 

Judge Hicks came around the day of 
the funeral, and as the folks were carry- 
ing out the coffin, he looked about at the 
tumbledown corncrib, the rusty pump with 
half a handle, the apple tree with one 
dead limb that was blown down time of 





the big storm five years ago, and all the 
rest of the surroundings; and then he 
spat at a bumblebee, squinted at the sun 
and remarked: 

“So Old Sam never got the barn built.” 

And that in a sentence was the story 
of Sam Hubbard’s life. 

It was twenty years ago that he settled 
on the Hull place, a fairly young man, 
and pretty epry, but sort of dreamy-like 
as he stood leaning on the gate and talk- 
ing to his new neighbors. 

“Likely place you got here,” one of 
them said. “You ought to do right well 
with it.” 

“Waal yes,” Sam drawled in reply. 
“Likely enough. But it shore does need 
a new barn bad. That's the first thing I 
got to do—build me a new barn.” 

“We'll all come around and give you a 
hand.” 

“Thanks, thanks. Mighty kind of you.” 

But a year went by and no signs of 
starting the barn, though we all knew 
Sam had the money in the bank. 

“I shore got to get that barn built,” 
Sam would often repeat. 

“You have some nice trees in that 
orchard,” the county agent remarked one 
day. “But you're going to lose them un- 
less you do some pruning and cultivat- 
ing.” 

“That's right, that’s right,” Sam agreed. 
“Got to get at them the first thing after 
. I get the barn built.” 

“Why don’t you plow up that north 
forty?” a neighbor asked. “Get a good 
stand of corn there.” 
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“Yep, ought to do that. But I ain’t got 
room for the fodder as things stand now. 
First I got to get the barn built.” 

“Them tools of yours are rusting bad 
out there behind the cowshed,” said an- 
other. 

“Now ain't that a pity?” Sam would 
reply. “No other place to put ‘em. Clean 
‘em up good and put ‘em away just as 
soon as I get the barn built.” 


Two years, three years, finally ten years 
rolled by. Place got seedier and seedier. 
Kids grown up and out of school. Oldest 
boy suggested that the old man—that’s 
what they called him now—sell out and 
move to town. 

“Nope,” Sam demurred, “this place has 
got the makings of a darn good farm. Just 
wait till I get the barn built, and you’! 
see.” 

And finally Sam just up and died. And 
except that the place was twenty years 
older, and twenty years more tumbledown 











and rickety, and twenty years sadder, it 
was just the same as the day he moved 
in. For as Judge Hicks said: 

“He never got the barn built.” 


ALL managerial, executive and 
other salaries not already stabilized 
under the wartime wages and cost of 
living bonus order have now been 
stabilized for the duration of the 
war under a new order announced 
by Finance Minister J. L. Isley at 
Ottawa, Canada. This new order 
applies to all employees above the 
rank of foreman or comparable 
ranks. It provides that no employer 
shall increase the rate of salary paid 
to a salaried official above the most 
recent rate established and payable 
on or before November 6. This or- 
der does not require a payment of 
a cost of living bonus such as is 
required for wage-earners, although 
the payment of a bonus to em- 
ployees receiving less than $3,000 
a year is permitted. 
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"I'm interested in a pair of fur-lined boots.” 








2 
: 
: 
- 


wey 


atone 











OPA says it has information that rapid price increases 
have taken place in almost all types of rubber footwera 
in recent months, so Price Administrator Henderson 
has addressed a letter to 27 manufacturers asking them 
to “refrain from advancing present prices.” Declaring 
that since rubber footwear is purchased in significant 


quantities by low and middle income groups of popu- 
lation, Mr. Henderson told the manufacturers that sub- 
stantial price advances are “disturbing to civilian morale 
and contribute to inflation.” The letter says that an 
appraisal of price rises that have occurred thus far is 
being undertaken by OPA. Rubber industry spokes- 
men say United States has about a year’s supply of rub- 
ber om hand. Now that the nation is at war with Japan, 
future supplies will depend upon the navy’s ability to 
keep the sea lanes open. 


UNOFFICIAL but dependable lend-lease figures on 
military shoes under contract and to be shipped to Rus- 
sia are of gargantuan proportions. Believe it or not, 
here they are: 500,000 pairs delivered, 500,000 pairs 
under contract, with future deliveries at the rate of 
200,000 per month for an indefinite period. Russian fac- 
tories now in the occupied area formerly used nearly 
3,000,000 pounds monthly of leather for shoes bought in 
this hemisphere. Indications are that if Lend-Lease com- 
pletely supplies Russia, exports will rise to 5,000,000 
pairs monthly. 








SWEDISH shoe manufacturers who formerly had avail- 
able about 200 different colors for upper leather are 
now restricted to a fraction of that figure, the Depart- 
ment of Commerce reports. According to regulations 
recently issued by the Government Industrial Commis- 
sion, suede skins may only be made in white, black and 
three optional colors. Dubbed leather, fattened chrome- 
tanned leather and similar types may only be made in 
black and one optional brown color. Other sorts of 
upper leather may be produced in fourteen different 
standard colors and it was, of course, necessary to place 
imports of upper leather under government control. 
Under regulations now in force an import license for 
upper leather intended for shoe production may only be 
obtained if the colors of such imported leather conform 
with the Government standardization program. 





AN order purposed to give relief to distributors, whole- 
salers, and warehousemen dealing in essential civilian 
goods is being drafted by OPM’s Priority Division. The 


plan will help solve retailers’ problems in connection 
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FIT FOR A QUEEN 
. Picture on Opposite Page 
Story on Page 40 
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with the replacement of stocks now affected by limita- 
tion orders by a system of allocation similar to the new 
Production Requirements Plan. Whether or when the 
order will be finally issued by OPM is conjectural since 
OPM policy is changeable. 








7 * 





ARGENTINE export trade in hides and skins has shown 
an appreciable acceleration during the current year, 
the Department of Commerce reports. During the 
January-September period, shipments of cattle-hides 
rose to 118,000 tons, valued at $97,058,000, as against 
99,000 tons valued at $77,776,000 in the same period 


of last year. 
* * * 


ACCORDING to the Department of Commerce, Christ- 
[TURN TO PAGE 32, PLEASE] 
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FABRICS 


in the 
SPRING PICTURE 


Gabardine is going places this year in ready-to-wear. 
We show it here in a beige three-piece suit of Forst- 
mann gabardine. Sell your customer a brilliant color 
gabardine shoe to wear with her neutral gabardine 
costume with a bright color glove matching the shoe. 


TAKE gabardine to start with. Every year, come 
December or January, you have gabardine . . . gabar- 
dine and leather . . . shoes on your shelves. You buy 
them in black and navy and brown, in a little grey and 
beige or khaki. You sell them as dressy shoes in a 
gabardine and patent leather, or sometimes kidskin, 
combination and as spectators in gabardine with calf. 

All that sounds pretty run-of-the-mill. But how about 
some gabardines in brilliant colors . . . in emerald green, 
lacquer red or royal blue, contrasted with a gabar- 
dine costume of black, beige, grey or blue? Here’s 
something to make a woman sit up and take notice of 
gabardine. She can match the shoe color in her 8-button 
fabric suede gloves or her bright jacket, contrasting 
with her dress, for an even more striking effect. 


Costume Fabrics ‘n Shoes 
Repeating the costume fabric in accessories is an 
important trend this season. We have seen it this Winter 
in hats made of the same tweed as the coat or suit. It 
is all part of the trend to monotones which started by 
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leather shoe trim 


matching, or closely blending, colors in costume and 
accessories. Now the handbag, hat, shoes and even 
gloves may be made of the same material. 

It is a specially good trend for the shoe business be- 
cause shoes with fabric uppers matching the costumes 
are practically one-costume shoes. Of course, they 
are a special order business and only a few factories are 
equipped to handle it. But it is very good extra pairage 
for the manufacturers that can handle it for the stores. 
The thing for the customer to do, of course, is to buy 
enough extra material for her shoes and accessories so 
that they are actually off the same bolt of material as 
her costume. 
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FABRICS ARE STAPLE BUSINESS. 


THEY ARE ALSO HIGH STYLE. 


ANY FABRIC CAN BE EITHER OR BOTH, JUST DEPENDING ON HOW 


IT’S USED. 


WE GIVE YOU HERE SOME NEW SLANTS ON A FEW 


OLD FAVORITES. 


Fabrics Combined. With Leathers 
In France, lack of leather has resulted in the same 


use of costume fabrics in shoe uppers. [n American 
shoes, leather is combined with the fabric, but in France 
even the soles are of lacquered cork or wood. (See 
illustrations in Recorper August 9 article, “What Can 
Be Done . . . Without.”) 

Another important fabric family for Spring is linen 
and linen-like weaves. These are especially popular in 
the three light neutrals . . . wheat or neutral, cream 


and beige—the deepest and warmest color of the three. 
Multi-color embroidery on linen weaves are always 
pretty and have a certain popularity. 

Shantung weaves are also bound to be good this 
year; not the same material as the dresses but a match- 
ing weave. This fabric should be popular in Summer 
shoes since shantung is an important resort and Summer 
ready-to-wear fabric. 

Mesh has sold more than a year ago. In general it 
belongs only in certain types of shoes. A synthetic yarn 
is the newest idea but is still in the experimental stage. 


Mesh is being used in many ways. . 
in sandals 


in dressy pumps as here ... in 


and even in an occasional welt. Charm- 
ing multicolor effects are obtained by 
the use of studdings, embroidery and in- 


terlaced leather strippings. 





You will see plenty of linen and linen-like 
weaves this Summer. 


Wheat, cream and 


beige are the favorite colors. Light linen 
can be trimmed with darker leather or dark 


linen trimmed with white leather. 


Ballet slippers are in high favor these days 
and so are ankle straps and high platform 
soles. Take a shoe like this in brilliant felt 
colors. Lace it and bind it with matching or 
contrasting grosgrain to give it sparkle. 





AIR THEME IN WINDOW DISPLAY 


Above: The window 
used by American Air 
Lines showing the pic- 
ture of John Baker in 
the center with many of 
the props used in the 
regular Baker store 
trims as well as shoes, 
handbags and hosiery. 


Na ie pe RPE: 8) 0s 


Right: An entire C. H. 
Baker Co. window gitiny 
the effect of the trim. 








Right: In conjunction with the pro- 
peller unit, a reproduction of an 


ardesses standing to 

You Aboard Ship to Heights of 

Fashion” added sparkling interest to 
the windows. 


THE tremendous strides made in styling our new line minded. The use of aviation as a theme, therefore was 
by John Baker, president of C. H. Baker Co., furnished 4 “natural” since it not only conveyed the thought of 
the inspiration for a new and effective promotional “ew fashion heights,” but also was timely. 

theme—“C. H. Baker Reaching New Fashion Heights” Then there was a very practical angle to the use of 
—a theme used recently in all display windows of our this aviation theme. In the Los Angeles trading area 


ten stores in Los Angeles, Hollywood, Beverly Hills, @r¢ more than 200,000 people employed in the plane- 
Long Beach and San Francisco. building industry whose weekly wage envelopes bulge 


With all the defense work and the boom in the air- With more than $8,000,000. That business in itself was 


plane industry here, naturally nearly everyone is air- Well worth going after. 
In a shoe window it was quite difficult to install props 


carrying out an air theme, because most of the major 

SELLS = HOKS parts of an airplane are bulky and afford little oppor- 
tunity for workable transformation into display fixtures. 
After all, when one gets ready to put these windows in, 
it is necessary to have shoes in the window, for that is 
what we sell. 

Material for dramatization must be used in such a 
manner that it does not detract from the merchandise, 
but does act as an appealing accent. Consequently, de- 
sign of the “open-airy” fixture pictured here was hit 
upon. Using an airplane propeller as the fundamental 
motif, the unit which was designed afforded a chance 
to show merchandise on it. It afforded also a colorful 

[TURN TO PAGE 30, PLEASE] 


West Coast Stores of C. H. Baker Company 
Use Aviation Idea in Two-Way Promotion to 
Attract Regular Customers as Well as to Cre- 
ate Interest Among the Several Thousands of 


Workers Employed in the Aviation Industry 
Located in the Trading Area. 


by MIKE KAPLAN 
Advertising and Promotion Manager 
Cc. H. Baker Company, Los Angeles 





WAR-TIME STYLES 
FROM FRANCE... 


FASHION NEWS STILL FILTERS THROUGH FROM FRANCE AND BOOT 
AND SHOE RECORDER'S PARIS CORRESPONDENT, NOW IN NEW YORK, 
BRINGS US THIS LATEST FASHION FLASH. 








STRAIGHT from Marseilles come these sturdy looking oxfords with covered cork 
platform soles and simulated lizard uppers. Wooden sole pegs and the metal reinforce- 
ment at the toe, point to wartime economies. The capacious, over-the-shoulder bag is 
used for all kinds of shopping, since everything must be carried home. Reporting her 
interview with the owner of these shoes and bag, our correspondent, Alice Maxwell 
Appo, says that Parisian styles still lead the way for provincial dressmakers. From 
Paris comes the new vogue for very slim, longer street skirts, reaching to the largest 


part of the calf, and tightly fitted waists. 
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HOW 


DR. JOHN K. GALBRAITH 


Assistant Administrator and second only to Leon 
Henderson in the Office of Price Administration 


DR. JOHN K. 


PRICES ARE DETERMINED 


price actions regarding these commodities, including 
conferences with members of various industries, warn- 
ings on price movements, requests to hold prices firm 
and help in formulating formal price schedules. 

Dr. Galbraith, in his position as Assistant Adminis- 
trator, directs the over-all operation of the Price Di- 
vision, including each of these commodity sections and 
in general is its operating head. The Price Division is 
the nerve center of the whole price control effort, and 
Dr. Galbraith is responsible for the successful operation 
of the Division. An expert on the general subject of 
prices, he has contributed many articles to technical 
publications. On leave of absence from Princeton Uni- 
versity, he has been associated with the defnse program 
in various capacities since early last Summer. 

The all-important Price Control Bill, when it becomes 
a law, undoubtedly will be administered through the 
Office of Price Administration. 


F intense interest to all shoemen, will be the address 
of Dr. Galbraith who will explain the procedure of 
issuing price schedules, establishing maximum prices 
which may be charged for specific commodities, warn- 
ings against price movements considered unjustified, 
and other actions designed to hold prices within reason- 
able bounds. Dr. Galbraith views business from a 
practical observation of wide experience. He is author 


GALBRAITH TO EXPLAIN PROCEDURE OF ISSUING 


SCHEDULES AND ESTABLISHING PRICE LIMITS AT NATIONAL SHOE 
FAIR LUNCHEON MEETING, WEDNESDAY NOON, JANUARY 7 


DR. JOHN KENNETH GALBRAITH, Director of the 
Price Division, Office of Price Administration, will ad- 
dress the National Shoe Fair on Wednesday noon, Jan- 
uary 7, at a luncheon meeting held in the Grand Ball- 
room of the Stevens Hotel, Chicago. The Fair is jointly 
sponsored by the National Shoe Retailers Association 
and the National Boot and Shoe Manufacturers Asso- 
ciation. 

Dr. Galbraith is Assistant Administrator to Leon 
Henderson, Administrator of OPA, who is charged with 
two basic duties—the prevention of inflation, and the 
protection of consumer interests. The Price Division 
of the Office of Price Administration, which is directed 
by Dr. Galbraith, is the center of active interest of the 
organization. In the division*are thirteen commodity 
sections and a rent section. These sections initiate all 
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rules of “Modern Competition and Business Policy.” 

With every civilian being affected directly or indi- 
rectly through the OPA, shoemen—both producers and 
distributors—will want to hear the intimate story of 
the functions of this all-important National Defense 
agency which wields important authority when dealing 
with prices and commodities. L. V. Hershey, Chairman 
of the Board of Directors of the National Boot and Shoe 


Manufacturers Association, will preside. 


ANTICIPATING a large attendance for the Wednesday 
noon luncheon, the National Shoe Fair has arranged 
for the sale of advance luncheon tickets. They will be 
available at the Headquarters Booth, National Shoe Re- 
tailers Association, Michigan Boulevard Lobby, Stevens 
Hotel. Last year, many late-comers were disappointed. 
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Building to Spare ... 


JOSEPH A. RUTKIN 


Who Operates 16 men's wear 
stores in addition to the shoe 
store described here. 


JAMES BURNS 


Manager of the United Men's 
Shoe Store in Bridgeport, Conn. 


This maroon front of plastic tiling with 
parallel bands of bright copper cannot 
fail to attract attention. 


THE sum of $18,000 means little or nothing to Joseph 
A. Rutkin of Bridgeport, Conn., proprietor of the 16 
United Men’s Shops which are scattered strategically 
throughout Connecticut, Massachusetts, Rhode Island 
and New York. Recently he opened a new men’s wear 
unit in his home town and then, remembering that he 
had a long-term lease on the site of the abandoned store 
at 1052 Main Street, transformed it into a shoe store 
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exclusively for men, spending the above-mentioned sum 
for remodeling and furnishing. 

The result is a perfect example of how to do a job in 
exactly the wrong way and achieve success. Whereas 
many of our modern men’s stores strive for an atmos- 
phere reminiscent of the Union League Club in New 
York City, Mr. Rutkin, who is anything but subdued in 
personality and conventional in taste, had designed for 
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So He Opened a Shoe Store 


ONE OF JOSEPH A. RUTKIN'S AFTERTHOUGHTS, ON 
FINDING HIMSELF WITH A LONG-TERM LEASE ON 
HIS HANDS, IS CURRENTLY PAYING DIVIDENDS 


this store a front of plastic tiling in maroon, relieved 
by wide parallel bands of shining copper. Above the 
entrance the name of the store is worked out in neon 
lights and above the name, framed in a copper circle, is 
the picture of an old-time shoe maker working at his 
bench. This same design appears embedded, mosaic- 
fashion, in the flooring of the store entrance, and again 
as part of the specially designed linoleum covering the 
floor just inside the entrance. 

Interior woodwork is extremely light in color, re- 
sembling bleached maple, and the chrome-framed chairs 
are upholstered in red leather which appears even 
brighter than it really is because of the flood of diffused 


light from fluorescent fixtures recessed in the high- 
studded ceiling. 

Mr. Rutkin and his store manager, James Burns, a 
shoeman with several years of experience behind him, 
chose a range of retail prices which, they felt, would 
suit the pocketbooks of the largest number of prospec- 
tive customers—men currently engaged in grading up 
as well as those forced by circumstances to pay a bit 
less for their shoes than they formerly did. This range 
is from $3.50 to $6.60 with a middle grade at $5.90 
and, the proof of the pudding being in the eating, they 
report a steady increase of business, week by week, 
since the opening of the store some time ago. 


View from rear of store showing chrome-framed chairs with 
pholstery. 


maroon leather u 
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Woodwork is bleached maple. 








The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


At Work and At War 


THE President has spoken. Congress has acted. The 
American people had accepted the challenge of war, 
even before these formalities in Washington. Never in 
American history has there been such a wave of 
righteous indignation hurled at a mongrel nation. To 
be struck when your arms are down violates all the 
rules of civilization. 

So, in a few hours, a nation changes its pace. All the 
inner strife, bickering and labor lobbying is out. And 
there is but one thing now . . . teach a lesson in be- 
havior to nations in this world who have forgotten their 
“manners.” 

You, in your store or in your factory, must have 
sensed, as we did, the same feeling that America has 
a dirty job to do and will do it. We must put our heads 
and our hands to the task. No longer can we mark time 
and “make fists in our pockets.” This is serious busi- 
ness. There are ships to be built; there are airplanes to 
be made; there are all the tools of war to be put into 
readiness—so that strong, willing and brave men can do 
their part with speed and certainty. 

Outwardly, there is very little difference in the appear- 
ance of stores, people and business; but inwardly, there 
is a terrific change—a tornado of emotion. Following 
a period of folded hands, we are going into this thing 
with folded fists. We have, at last, the urge to hate . . . 
something that’s been missing'in all the defense effort 
heretofore. 

We are doubly fortunate, at this time, in having 
Major Joseph W. Byron accept the office of Chief of the 
new Leather and Shoes Section of O.P.M. This is no 
time for divided responsibility. Decisions can best be 
made by one man, with the facts. Major Byron combines 
the qualifications of a thorough business man with a 
background of West Point and an understanding of 
military matters. We can expect well considered de- 
cisions from a man who knows the international status of 
leather and the domestic problems of manufacture. His 
first duty is to see to it that the needs of our Army and 
Navy and our fighting allies are filled. And he is fully 
conscious of and sympathetic to the civilian wants of a 
nation at work. It does seem that when periods of crises 
hit a land, men do appear to fill important places all 
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along the line—and we. in shoes, will find our liaison 
officer a real coordinator. 

War, as it is known today, is speedy action in un- 
expected places. Economics have the same attributes. 
Merchants had high expectations of a Fall season strong 
in sales. It didn’t- materialize. The plans of men and 
merchandise often go awry. A bulge in buying was 
expected before Christmas. But strong emotions, par- 
ticularly those of war, have an effect of tightening retail 
action for a time. If that’s the case with you, just re- 
double your efforts and get ready for Winter selling of 
seasonal shoes and rubber footwear. 

Don’t be a pessimist on futures for many a merchant 
is now discounting his March selling in the light of how 
he thinks heavy taxes will affect the public. Don’t an- 
ticipate your worries. You have enough already, with- 
out adding future ones, which may never, never come. 
Suffice the retail effort of today to get more shoes sold 
right, the hard way . . . a pair at a time. 

A merchant called us on the telephone early Monday 
morning and said: “In view of what’s happened, should 
I cancel my plans for pre-Christmas clearance . . . the 
folders of which I have ready to send to my mailing 
list?” We replied—do each day the things that you 
should do and do them a little better, a little more in- 
tently and a little more carefully. Turn-over is essential 
to business. It’s money in motion—the life stream of a 
nation at work and at war. 

As for your future supplies, fresh shoes will come in 
their season. What you have may be getting staler every 
day. What war does is to make us all live more vigor- 
ously. We in our stores and businesses are not by- 
standers awaiting word of the battles at sea. We are in 
it—and the lift of spirit that we can give also plays its 
part. 

As an industry, leather and shoes, we are doing our 
part in giving footwear to the fighters on land and sea, 
necessary to the better performance of their duty. We 
will produce the shoes without bottlenecks, without delay 
—because ours is machinery that moves with strength 
and accuracy so that Army, Navy and all civilians can 
be equipped with the right shoe for the right purpose, 
at the right time. 
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BE THE “COMFORT MAN” 
IN YOUR TOWN FOR 
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PROBLEM FEET 1 A% 


Make Steady, Bigger Profits as You Build Your 
Business and Reputation 


A MARVELOUS OPPORTUNITY awaits you in your _— source of extra income if you have the proper shoes 
community. “Problem Feet’’... those feet that to take care of them. And sufferers will pay top 
cannot be accommodated by regular lasts are a__ prices for relief from problem feet. 


SPECIALIZED ORTHOPEDIC SHOES are creating tremendous inter- 
est everywhere... bringing in new customers and profits. These 
shoes deliver blessed comfort and last longer because they're 
made of highest quality materials by highly skilled craftsmen. 


YOUR OWN PRIVATE BRAND NAME. Priced to retail at $7.95 
and $8.95, these Specialized Orthopedic Shoes are extremely 
profitable to handle. Well-balanced stock covers complete size 
ranges available for optional branding. 


Specialized Orthopedic Shoes 
at the 


NATIONAL SHOE FAIR 
Chicago, January 5-6-7-8 
Room 761, Stevens Hotel 


ORTHOPEDIC SHOE COMPANY 


Division of The Selby Shoe Co., PORTSMOUTH, OHIO 


December 13, 1941 








From MACHINIST 
To SHOE MERCHANT 


Mr. Bosau, left, talks things over with Lewis 
Pagone, manager of his Pittsburgh store, who 
started working for him 14 years ago. 


R. G. BOSAU got his merchandising start back in 1914 
while he was working in Pittsburgh as a machinist for 
the Pennsylvania Railroad. He went into a pawn shop 
one evening to pick up some good tools cheap. When 
he told his fellow railroaders what the tools cost him, 
they nominated him a committee of one to buy tools for 
them. Mr. Bosau bought tools for a time and sold them 
to his friends, making only a small margin of profit 
on each set because he wanted his friends to have good 
tools at a low price. 

Then one day he was passing a high grade men’s shoe 
store and stopped in to talk with the manager. He 
asked him if he had any left-over shoes or shoes re- 
paired and uncalled for that he could buy. The manager 
said: “Yes.” That was the informal beginning of the 
R. G. Bosau shoe business, now well established in the 
downtown shopping center of this Pennsylvania metrop- 
olis. 

He bought those shoes, about fifteen or twenty pairs, 
and sold them faster than hotcakes. Then he opened his 
first “store” in a second floor room of his home on 
Shiloh Street in the Mt. Washington district of Pitts- 
burgh. When inventory time arrived, the store man- 
ager from whom he had bought his first lot offered him 
the whole stock of last year’s models. He borrowed two 
hundred dollars, added what he had saved from tool 
and shoe sales and bought the lot. 


26 


By this time the family had moved to another house 
and Mr. Bosau took over the whole second floor of his 
home. Then he decided to go to Boston to visit and 
buy up job lots. On one of these trips he noticed a 
specialty leather and ordered five hundred pairs of 
shoes made from it in what he calls “wicked” designs. 
These were large tips, spade edge, with a collegiate 
appeal. The manufacturers said he was foolish (only 
they used stronger words) that this leather was only 
for boots, not shoes. Mr. Bosau didn’t care. He wanted 
shoes made from it; but he was in no hurry. They 
could be made during off seasons. The factory finally 
agreed to build the shoes. 

Those shoes sold. More of the same kind also sold. 
Other companies started using the same leather in shoes. 

[TURN TO PAGE 37, PLEASE] 


How R. G. Bosau, a Railroad Machinist by Voca- 
tion, Turned in His Tools for a Fitting Stick and 
Twenty Pairs of Men's Shoes. From This Small 
Start His Business Grew until He Now Buys Annu- 
ally Some 40,000 Pairs for His Own Two Stores 


as Weil as for Several of His Friends in the Trade 
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And so must the shoe — and back of all proper 
fitting shoes are the lasts over which they 
are made. 

For years the United Last Company has exerted 
its efforts to produce and grade its lasts with 
utmost uniformity and precision. An outstand- 


ing reputation for making the best-fitting lasts 


in all sizes and widths in the history of the 


ars Marbridge Bids., N. Y. industry is our reward for these efforts. 


UNITED LAST COMPANY 


pie © = ht ae St xats : 


140 FEDERAL STREET * BOSTON, MASSACHUSETTS 


December 13, 1941 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 





Clean "Em Out! 


We have frequently observed that 
the shoe merchant who adds a new 
o1 different touch to his seasonal 
clearance sales usually really does 
clear his shelves. One of these who 
manages to make a real clearance is 
the Eishenberger Shoe Store in Plym- 
outh, Wis. Here’s the way it works: 

Each season during the FIRST 
WEEK of the clearance sales, five-dol- 
lar shoes are sold at $3.88, and four- 
dollar shoes at $2.88. But instead of 
just céntinuing the sale in this man- 
ner until people are through buying, 
e slightly different event is staged the 
following week. 

During the SECOND WEEK, cus- 
tomers are invited to trade in their old 


shoes, receiving an allowance of 


twenty-five cents to a dollar a pair on 
them, depending on the price of the 
sale shoes they are purchasing. It 
is also advertised that the shoes 
brought in will be donated to charity. 
The THIRD WEEK is known as 
the Dollar Days period. During this 
time the shoes which have been sell- 
ing at $2.88 are sold for an even $2.00 
and those which have been selling for 
$3.88 are sold for an even $3.00. 
During the FOURTH WEEK a one- 
cent sale is featured. The shoes are 
returned to their original clearance 
sale prices of $3.88, $2.88, etc., for 
this period. Then with the purchase 
of a pair of $3.88 shoes or less an 
additional pair is sold for a cent. 
Since this is at the tail end of the sale 
and features only those shoes still on 
the racks, only the slowest moving 





mean everything for 


1030 Euclid Ave. 





THANK YOU 


Through your recommendation we had the pleasure of 


fitting 

ORTHOPEDIC HEALTH SHOES recently. 

Thank you for this splendid co-operation. We know it will 

in correct HEALTH SHOES to make life’s walk easier. 
Carl Schanzenbach 


ORTHOPEDIC HEALTH SHOES 
MA 8936 


with a pair of our 


to be fitted 


Cleveland, O. 








Thank you, Mr. Schanzenbach, for this excellent PENNY POSTCARD to 
send to doctors and customers. 


numbers are included, and many 
which would not sell at other times 
move by this method of last resort. 
This progressive sale idea keeps up 
interest among the salesmen and 
really clears the store of white ele- 
phants. There is little danger of peo- 
ple waiting for the last week and low- 
est prices for they know that no “hot” 
numbers will be left. 
* 
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It’s A]l Genuine 


The Bootery, 41 West 34th Street, 
New York City, has a window idea 
that warrants your attention if you 
are planning a promotion on alligator. 

Genuine alligator skins in their nat- 
ural shade are arranged on the back 
wall. GENUINE ALLIGATOR is 
written across the face in large gold 
letters. Grouped around the spread 
of skins are circular eighteen-inch 
pats—like the dabs on an artist’s 
palette—of the alligator skins in the 
various colors available. And in front 
of the background display all the 
styles are arranged in which the alli- 
gator shoes are available. Not bad! 

~ 7 * 


In Good Service 


The Hahn Shoe Store, 14th and G 
Streets, Washington, D. C., proves 
once again that center posts can be 
put to good use other than just as a 
support for the roof. 

They have built rectangular hosiery 
displays around each of the rectangu- 
lar center posts—each display divided 
to provide separate troughs for each 
size. These hosiery racks are right 
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SeaST tHe A 
-OF THE WEEK. 


IT’S IN THE CARDS 
(Schafer's Bootery, 90 Genesee St., Rochester, N. Y.) 


O. P. Ideator—“I understand that you have been in 
business for yourself for just seventeen months, and it 
seems to me that you ought to have some useful ideas 
on how to make new friends and win new customers.” 

Mr. Joseph L. Schafer—“And you've got to have 
both to make a success in the shoe business. As a 
matter of fact I was convinced that most people like 
an opportunity to make a profit in their dealings, so I 
had a large number of cards printed up—ordinary 
business cards on the face, but with the following 
message carried on the back: 


If Purchase is Made 


Four Cards are good for 10% in Trade 
If You Give it to a Friend and Your Name 


is Presented 
Name 
Address 
Customer 


O. P. Ideator—“How do the cards work?” 

Mr. Schafer—“When a customer comes in the store 
and makes a purchase she is given four of the cards. 
It is explained to her that if she gives the cards to 
four of her friends, with her name written on each 
card, she will be given a ten per cent discount on all 
her purchases made on her next visit, provided that 
her four friends had come in and made purchases.” 


Mr. Schafer—*“Results have exceeded expectations. 
People who had never. been in the store before began 
bringing in the cards and buying. In order to send 
them away happy, they were also given the same 
discount—along with the four cards apiece. 

“In fact it began to work like an endless chain. 
When we were very busy we wrap the cards in with 
the shoe along with a typewritten message explaining 
in detail how it works. Very often customers have 
called up after they arrived home for more details in 
the discount plan. Some even called up to say that 
they had given the cards to their friends and told us 
to, keep the discount as they were satisfied with the 
shoes. We have used the plan for four months and 
enjoyed a very satisfactory increase in business.” 

0. P. Ideator—“Do you think the idea applicable 
to other stores?” 

Mr. Schafer—“It is proving an inexpensive way to 
get new business. Of course, this is possible only in a 
location where overhead expenses are low and original 
customers are satisfied with their shoes. We fit care- 
fully and go to every extreme to keep our customers 
satisfied—even exchanging new shoes for old ones that 
have been worn, but are unsatisfactory. 

“We will make everything right which needs right- 
ing, but there are no refunds and that sign on the wall 
prevents arguments: 

“POSITIVELY NO REFUNDS. WE WILL GLAD- 
LY EXCHANGE ANY PURCHASE ON SHOES.” 

O. P. Ideator-—*“Many thanks for this excellent idea 


has the idea worked out?” 





O. P. Ideator—“It sounds a bit complicated, but how 


on how to win new customers. 
will enjoy reading about it.” 


I think that our friends 








at the finger tips of the salesmen at 
the fitting stool and right in front of 
the eyes of every customer that en- 
ters the store. 

* * - 


Keep a Check on Overhead 


Saturday we visited with an old- 
time shoe retailer in New Jersey and 
he gave us a little fatherly advice 
based on long experience which we 
quickly pass on to our readers. 

“During times like these,” said this 
retailer, “we find it advisable to take 
a careful check on the costs of doing 
business. Costs of shoes, wages, taxes, 
management and other overhead are 
rising. Increases in costs can be 
passed on to the consumer only up to 
a certain point while business is good. 
Beyond that point—whatever it is— 
volume will fall off as customers de- 
cide your prices are too high and be- 
gin to trade with your competitors. 
Therefore, we have been trying to 
reduce wasted expense in our store as 
much as ‘possible. 

“One of the most important items 
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in this category is delivery expense. 
During the past few years we have 
been forced, by department store 
competition, to practically wait on the 
customer hand and foot in regard to 
deliveries. Now, we feel that we have 
got to analyze the cost of deliveries— 
deliver only to good customers who 
pay their bills, deliver only items 
over a certain minimum amount, re- 
fuse to pick up returns, etc. In other 
words, to make sure that the costs of 
deliveries justify the expenditure.” 

And we think that we might also 
add that it would be wise for retailers 
to keep fill-in orders with their manu- 
facturers on an orderly basis. 

* * * 


May We Serve You... 


The I. Miller Store on upper Fifth 
Avenue, New York, has a beautiful 
curved glass window on its Fifty- 
fourth Street entrance. Entering doors 
are on each side of the glass. An 
attractive coffee table is placed in the 
center of the curved window. Six or 
eight of the latest styles are attrac- 


tively arranged on the table—in posi- 
tion for customers to admire and pick 
up as they enter the store. 

Now, every store may not haye a 
curved glass at the entrance to their 
store, but there are many ways that 
a “coffee” table could be used for 
casual display around the store or 
occasionally in the window. 

* * _ 
“Cheers for an Old Favorite” 
(Hahn, Washington) 
* * 


Reducing Colleetion Costs 


Mailing and handling costs of col- 
lection notices can be reduced when 
the collection notices are uniform, 
such as when the amount due is not 
mentioned, by the use of printed col- 
lection letters mailed in non-sealed en- 
velopes. Such notices travel at the 
one-and-a-half third class postage 
rate. Mailing costs can be reduced 
still further to one cent per piece if 
each mailing consists of not less than 
200 identical pieces or 20 pounds and 
is sent under the bulk mail privilege. 
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Air Theme in Window Display Sells Shoes 


[CONTINUED FROM PAGE 19] 


presentation of the air thought without 
detracting attention too much from the 
shoes. 


This theme was used in every possible 
way in addition to its use in the win- 
dows. Newspaper copy was compelling 
enough so that when people saw the 
ads, they knew what C. H. Baker Co. 
was talking about. 


Wholehearted cooperation came from 
the American Air Lines. They loaned 
30 model planes and permitted us to 
change them to our own color scheme 
of gold and dubonnet. Furthermore, 
they even utilized their own store win- 
dows as a direct tie-up by showing an 
enlarged photograph of John Baker 
alighting from one of their planes. 
Shoes, bags and hosiery were included 
in their several air line window trims, 


thus giving C. H. Baker Co. the benefit 
of extra display. 

None of the C. H. Baker Co. store 
fronts were exactly alike but all carry 
the central idea. 

There has never been a promotion in 
my experience which clicked as this 
one did. Seasonal trims with their 
Spring flowers and Fall leaves are 
pretty old stuff to the public. This one 
was not only timely but was effective 
through the constant repetition of the 
phrase: “Hits New Fashion Heights.” 
It is a theme which could be utilized in 
nearly any part of the country. 

Our present Christmas theme of 
“Reveille to Taps. Exquisite Gifts from 
C. H. Baker Co.” is built around drums 
and bugles, with an undercurrent of 
gay military touches. 


Juvenile Store Dressed Up 


Houston, Texas— Clark’s Juvenile 
Shoe Store has been completely re- 
modeled and a balcony constructed for 
additional shoe space. This balcony will 
provide twice as much storage room as 
the store has heretofore had, Manager 
Harry Kapner said. Edward Becker 
is owner. 

The walls have been painted in two 
tones of brown. Fluorescent lighting 
fixtures have been installed and a 
complete air-conditioning system added. 
X-ray fitting service is featured. 

An innovation has been made in the 
store policy. Heretofore only men 
clerks have been employed, but now 
three women clerks have been added to 
the force, making three men and three 
women more satisfactory, it is ‘said, to 
mothers who bring in their children. 

Children’s boots are the most impor- 
tant sales article at the present, Mr. 
Kapner said. All types of boots are 
popular, but it is the Texas style brown 
boot that is the biggest seller at the 
moment. 





Machinery Evolution Shown by U.S.M.C. 


Interesting United Shoe Machinery Corporation exhibit at the Boston Shoe Fair, 
using models and large-scale photographs, traced the development of the modern 


Boston, Mass.— The United Shoe 
Machinery Corporation has made a dis- 
tinct departure from the usual program 
in their exhibit at the Boston Shoe Fair, 
for in addition to the beautiful shoes 
which were shown in an appropriate 
setting, there was an exhibit showing 
in a rather interesting manner the evo- 
lution of some of the machines that 
have an important place in the business 
of producing footwear, beginning with 
the very simple devices which were in 
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Automatic Staple Side Lasting machine. 


use when the Corporation was formed, 
and the various steps that have been 
outstanding in the evolution toward the 
highly efficient and rapid machines of 
the present time. 

One very notable exhibit shows the 
first working model of the Hand Method 
Lasting Machine, made by Jan Matze- 
liger, with the aid of a local blacksmith, 
and from the principles involved in 
which after years of research and the 
making of many different models of 


machines, have been evolved the present 
USMC Staple Side Lasting Machine— 
Model B—now being perfected in the 
Automatic Staple Side Lasting Machine, 
large photographs of which were shown. 

The exhibit was made particularly 
interesting and valuable through the 
presence of experts in these different 
lines who were on hand to welcome 
their many trade friends and were able 
to answer the many questions that 
arose in connection with the exhibit. 
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UNISHANK 


the depend. able aes 


The steel shank is correctly posi- 
tioned on the insole with a simple 
and precise grading device. 


een : 
The Unishank fibre reinforcer Ee Mie Ries 
is placed between centraliz- \~ Sopa 
ing guides. 


Operation of the machine assembles 
each member... insole, steel and 
fibre in correct uniform position 
ready for Unishank moulding. 


A nest of assembled and moulded 
Unishank Insoles illustrating preci- 
sion of Unishank grading. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Washington News Reel 


[CONTINUED FROM PAGE 15] 


mas buying during December, 1941, is 

expected to reach a total of $5,500,000,- 

000, an increase of $750,000,000 or 16 

per cent over the December, 1940, total, 

and 15 per cent over the bumper month 

of December, 1929. 
* * * 

Regulation W, issued by the Federal 
Reserve Board pursuant to the Presi- 
dent’s executive order controlling in- 
stallment buying, leads the “gnat 
straining” to prevent inflation in an 
attempted stiffening of the credit 
structure by discouraging sales of con- 
sumer goods in industries considered 
non-essential. . 

The “camel swallowing” is embodied 
in the Assignment of Claims Act of 
1940 where defense contractors are 
permitted to hypothecate their multi- 
millon dollar contracts with private 
lending agencies. 

+ * o* 

Feared is the further bludgeoning of 
small business by the application of 
the regulation to open charge accounts, 
and the prohibition of credit extension 
beyond 60 days. These two moves, al- 
though it is officially alenied that they 
are contemplated in the near future, 
are admittedly under consideration 
along with the regulation of all adver- 
tisement of credit terms. 

+ * * 

“Voluta” is a Russian word meaning 
wealth. Anyone having it is supposed 
to turn it over to the government, and 
many tales of violence have been told 
about searches of the richer (but now 
“liquidated”) classes, not willing to 
make the ante. 

* * * 


“Voluta” searches in this country for 


new forms of taxes are becoming 
frenzied but instead of having a sinis- 
ter connotation some are tragi-comic. 
Tax-thinker-uppers brain-waved the 
new automobile use tax of $5, to be 
paid on the 32,000,000 motor cars in 
the United States. 

On the surface all was smooth. Con- 
gress passed the law. It was supposed 
to reap $160,000,000. Then the House 
majority remembered that a tax with- 
out a “soak the rich” line might be 
more costly than the $8,000,000 re- 
quired to administer it, and balked at 
giving the pittance necessary for col- 
lection expenses. Political consciousness 
of an estimated 25,000,000 voters, pre- 
viously federal tax-free, was also dis- 
tinetly in mind. 

* * * 

Efficiency in government. The Trea- 
sury Department maintains a set of 
books on government receipts and ex- 
penditures in the form of appropria- 
tion control. So does the General Ac- 
counting Office, but it, unlike the 
Treasury, has some control over what 
may be spent. on 

Neither set has any property control. 
Neither Treasury nor the General Ac- 
counting Office would know how much 
wheat was in an elevator purchased 
under the surplus commodities pro- 
gram, or how many miles of transmis- 
sion lines the Rural Electrification 
Administration has subsidized. 

The Treasury still maintains a single 
entry type of bookkeeping, written in 
longhand. And while the General Ac- 
counting Office has the power under 
the Dockery Act to install uniform sys- 
tems of accounts, it has not been done 
because of resistance upon the part of 
the various departments and bureaus. 
The result is about 300 separate and 
distinct bookkeeping systems. 





A-Fishing They Did Go 


On a shoeman's fishing trip in Wisconsin's north woods—Sylvan Kadison, Crosby 

Square Division, Mid-States Shoe Co.; Ernie Husted, Ideal Shoe Mfg. Co.; Gordon 

Kaiser, credit manager for Mid-States Shoe Co.; Jack Newcomb, Ideal Shoe Mfg. 
Co.; and Bill Stamm, Crosby Square Division, Mid-States Shoe Co. 
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Capitalizing on 


His Ability 


Mr. John Williams 
MANAGER 


HEALTH SPOT SHOE SHOP 
1023 SIXTH AVENUE 
SAN DIEGO 


Like the many successful Health 
Spot Shoe Shop operators all 
over the country, Mr. Williams 
has nothing but praise for the 
unique plan which pays a weekly 
salary plus a liberal share of 
the profits. ° 


He puts a lot of energy and 
enthusiasm into his work, and 
uses his knowledge of fitting and 
selling shoes to the fullest ex- 
tent. As he increases the store’s 
volume month after month, so 
does his income increase. 


Men who operate Health Spot 
Shoe Shops are happy, and give 
their best to the job, for they 
know they will be fairly re- 
warded for their efforts. 

Every time a new Health Spot 
Shoe Shop is established, there 
is an opportunity for some good 
man to create the kind of job 
he has always wanted. 


MEN WANTED 


You have a real incentive under 
the Health Spot Shoe Shop plan. 
It is a challenge to your abil- 
ity. ¥ou alone control your 
earning power. 


Send for an application blank 
today if this profit-sharing plan 
appeals to you. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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Big Footwear Order Placed by Army 





Manufacture of 675,000 Pairs of Service Shoes and 55,008 
Pairs of Leather Boots Authorized by Boston 
Quartermaster—V alue Exceeds $2,500,000 


Boston, Mass.—Orders for footwear 
with a dollar value of more than $2,- 
500,000 were announced recently at the 
office of the Quartermaster, Boston 
Army Base. These are divided into two 
lots—the first, 675,000 pairs of army 
service shoes with leather soles; the 
second. consisting of 55,008 pairs of 
leather boots with legging tops. Neither 
lot showed any radical change in price. 
In both cases awards were made fol- 
lowing negotiated bidding. 

Seventeen shoe manufacturers shared 
in the awards for the service shoes as 
follows: 

J. F. McElwain Co., Nashua, N. H., 
51,000 pairs at $3.50; Endicott-John- 
son Corporation, Endicott, N. Y., 41,850 
pairs at $3.54; Weyenberg Shoe Mfg. 
Co., Milwaukee, Wis., 44,000 pairs at 
$3.60; Charles A. Eaton Co., Brockton, 
Mass., 80,000 pairs at $3.605; Inter- 
national Shoe Co., St. Louis, Mo., 134,- 
650 pairs at $3.61; Holland-Racine 
Shoes, Inc., Holland, Mich., 25,000 pairs 
at $3.615; Doyle Shoe Co., Brockton, 
Mass., 25,000 pairs at $3.62; Allen- 
Squire Shoe Co., Spencer, Mass., 25,000 
pairs at $3.62; Hill Bros. Co., Hudson, 
Mass., 25,000 pairs at $3.62; E. J. Giv- 
ren Shoe Co., Rockland, Mass., 25,000 
pairs at $3.62; A. R. Hyde & Sons Co., 
25,000 pairs at $3.62; R. P. Hazzard 
Co., Augusta, Me., 25,000 pairs at 
$3.62; Moose River Shoe Co., Moose 
River, Me., 25,000 pairs at $3.62; Brown 
Shoe Co., St. Louis, Mo., 46,500 pairs 
at $3.62; The Hanover Shoe, Inc., Han- 
over, Pa., 25,000 pairs at $3.62; General 
Shoe Corporation, Nashville, Tenn., 25,- 
000 pairs at $3.62; Craddock-Terry 
Shoe Corporation, Lynchburg, Va., 27,- 
000 pairs at $3.62. 
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The second lot—55,008 pairs of the 
leather boots already mentioned—was 
divided equally between the Brown 
Shoe Co., and the International Shoe 
Co., at a flat price of $7 per pair. 

A few days following the announce- 
ment of the above awards, it was 
widely rumored in the trade, though no 
confirmation was immediately obtain- 
able at the Army Base, that a rush 
order for about 200,000 pairs of army 
service shoes had been placed, covering 
sizes 5 to 6%, and that their manufac- 
ture was to be given precedence over 
all other army shoe work in the fac- 
tories involved. 

From the small size of the shoes and 
the fact that the same trade reports 
had it that the shoes were to be packed 
in wooden boxes for embarkation at a 
Pacific port, it was deduced that the 
shoes were intended for wear by the 
Philippine army. 


Denver Shoe Men Promoted 


DENVER, CoLo.—Since the recent re- 
tirement of C. H. Runyan and C. L. 
Davis from the shoe departments at 
Daniels & Fisher Stores Co., the plan 
of management has changed. Formerly, 
Mr. Runyan was buyer and manager 
of all shoe departments with Mr. Davis 
serving as assistant buyer and head of 
the men’s shop. 

Under the present plan, J. L. Fadely 
has been promoted to buyer and head 
of the men’s department with C. L. 
Stafford, formerly of the women’s de- 
partment, assistant to Mr. Fadley. !n 
the women’s department Lowell N. 
Cheney is manager-buyer. 


SATURDAYe 
DECEMBER 13, 1941 « 


Major Byron Heads OPM 
Shoe and Leather Section 


WASHINGTON, D. C.— The merging 
of the Leathers, Hides and Skins Sec- 
tion and the Shoes and Leather Goods 
Section, of the Textile, Leather and 
Equipage Branch, Division of Pur- 
chases, OPM, has been announced by 
Douglas C. MacKeachie, Director of 
Purchases. 


MAJOR JOSEPH W. BYRON 


Appointed chief of the newly-created 
Leather and Shoes Section, OPM 


Major J. W. Byron was designated 
as Chief of the New Leather and Shoes 
Section. Major Byron has been asso- 
ciated with the Office of Production 
Management since May, 1941, and has 
been in charge of the Leathers, Hides 
and Skins Section. 

Major Byron is a member of the 
famous Byron family which, for. gen- 
erations, has been engaged in tanning 
leather. The firm of which he has 
been president for several years—W. D. 
Byron & Sons of Maryland, Inc.—is 
located in Williamsport, Md., and was 
founded by his grandfather, the late 

[TURN TO PAGE 34, PLEASE] 
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COM FORTABLES 


ESIGNED expressly for women who are active in 
their homes, in careers, or in social, community or 
volunteer service, Bellaire Comfortables are basic type 
shoes that are enjoying an appeal today wider than 
ever before. They are exactly the type of shoes that 
active women are buying over and over again, season 


after season. 


MATRON 
1561—Black Kid — AA to E 


In Stock for 
Immediate Delivery 


BELLAIRE SHOE COMPANY. PORTLAND, ME. 


ALKER, IN 


4OLME N 4 Ww 


LNAWLYWdaqd ADIAYAS SINWHOUAW 








ples available on request. 


6 Doz.—$1.25 
12 Doz.—$2.25 


With Store Name 
Imprinted 


100 tickets — $3.85 
200 tickets — $6.20 


Gntees “C.0.. preferred 


DISPLAY CARDS 
Each month, 14 infor- 
forcef 


Color Xmas Windows 


with Decorative 
Display Cards 
and Price Tickets 








Detailed Information on Monthly Service at Your Request. 
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Major Byron Heads OPM 
Shoe and Leather Section 
[CONTINUED FROM PAGE 33] 


William D. Byron. He was one of the 
chief speakers before the annual meet- 
ing of the Tanners’ Council of America, 
which met late in October at the Stev- 
ens Hotel in Chicago. At that time, 
his remarks were interpreted by many 
in the trade to mean that serious con- 
sideration is being given to the inter- 
national allocation of shoes and leather 
on a lease-lend basis, perhaps even for 
civilians in other countries, 

The merging of these two OPM units 
makes unnecessary the appointment of 
a successor to Harold M. Florsheim, 
who resigned recently as head of the 
now defunct Shoes and Leather Goods 
Section. 


To Make Soles for Army Shoes 


Lima, OHI0—The Lima Cord Sole 
and Heel Co., Lima, Ohio, has received 
an order for 41,500 pair of soles for 
shoes for the United States Army. 
Sales manager Vergil Knisely indi- 
cated that the order is on an experi- 
mental basis, and that government 
orders for several hundred thousand 
pairs may be obtained. The plant now 
is employing 175 persons and operat- 
ing 24 hours daily in an effort to catch 
up on commercial deliveries, now sev- 
eral weeks in arrears. 
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Going Strong at 71 


HumBoLtpt, TENN.—Charles R. Dob- 
son, salesman extraordinary for the 
O’Donnell Shoe Co., of Humboldt, and 
better known to the shoe trade of the 
South as “Uncle Charlie,” was born on 


CHARLES R. DOBSON 


September 2, 1870, in Edgefield, South 
Carolina, where his family, like most 
Southerners, live and have lived for 
generations in the same town, and in 
the same house. 

“Uncle Charlie” began his shoe ca- 
reer with Mulherin Sons and Company 
in Augusta, Georgia, nearly half a cen- 
tury ago. Also during the span of years 


he traveled for the Stetson Shoe Com- 
pany, and also Boyden. In addition to 
this, he spent considerable time in the 
retail business, having at one time sev- 
eral stores of his own in the South. In 
fact, he came out of the retail game to 
join the O’Donnell organization several 
years ago. 


Two New Salesmen for 
Daly Bros. Shoe Co. 


MARION, IND.— Two new salesmen 
have been added to the staff of the 
Marion Shoe Division of Daly Brothers 
Shoe Company, Inc. G. Ray Gleason, 
of Miami, will sell the line in Florida, 
and Woodrow W. Edwards will sell the 
line in Mississippi. Both were former- 
ly with Bona Allen, Inc., of Buford, 
Ga. 


Store Grading Up 


SPRINGFIELD, ILL.—Jim Prillaman, of 
the “Bootery,” Fifth and Monroe 
Streets, reports a new policy for the 
store beginning January 1. He will 
carry no shoes priced lower than $5.95 
on the main floor after that date. In 
creased prices are given as the reason. 

A few lower-priced shoes will be car- 
ried in the basement store, but no effort 
will be made to specialize on the lower- 
price brackets. Work shoes, rubber 
footwear, and close-outs will be the 
basement features. 
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FOLLOW THE CELASTIC LINE 
FOR PAIR PERFECTION 


Wide Range of Materials.in the complete 
Celastic line there are 7 thicknesses of 
material, graded from the light slipper 
weight to the heavy weight used for rugged 
duty footwear. Any type of footwear using 
e@ semi-hard to hard box toe can be made 
with Celastic. 


Accurate Reproduction. With Celastic the 
design of the last is accurately reproduced. 
The delicate modeling of the last maker de- 
signed to produce distinctive character lines 
in the finished shoe is faithfully interpreted 
by Celastic. By being true to the last, shoes 
made with Celastic are trim on the foot. 


Clean and Comfortable. Because Celastic 
successfully resists the effects of hard usage, 
soakings, strains or sudden changes of tem- 
perature, linings remain fused to the box 
toe, tight and wrinkle-free for the life of the 
shoe. Wearers enjoy the cleanliness of Celas- 
tic, too, for Celastic cannot stain the hose. 
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No Production Delays. Seven Celastic soft- 
ening solutions, each with a different drying 
time, allow the facturer to ch the 
one which best suits his production schedule. 
The Celastic Conditioning Machine provides 
the quickest, neatest and most efficient 
method of applying the solution. 





Flexible Tip Lines. There is strength in 
Celastic—strength which eliminates bulk — 
strength which allows a flexible tip line to 
blend smoothly into the lines of the shoe 
and flexibility that means greater comfort 
for the wearer across the tops of the toes. 


TRADE-MARK 


THE QUALITY 
BOX TOE 


A Single Structural Toe Unit. Lining box Toe 
and Doubler are fused into a single structural 
toe unit. This rugged three ply structure re- 
sists the effects of heat and moisture, has 
added strength, keeps toe linings from 
sagging. 


Matched Pairs. Where footwear has built- 
in toe character, strength, durability and 
comfort — chances ore these shoes were toe- 
fashioned with Celastic. Because such shoes 
meet the high standards of the final factory 
inspection for trim and well-mated appear- 
ance, they are called Matched Pairs. 


Only the Celastic box toe provides all 
these benefits. Available in convenient roll 
form for the manufacturer who cuts his own box 
toes or cut and skived to selected patterns. 


Ask your United Man. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Workshoes 











UNION 
MADE 





~~ er ere 


Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 
Te retail at Combination soles 
$2.95 $3.95 Right foot 

$4.50 





BROOKS Shut MFG. CO. 
58th & Market Sts., Philadelphia 
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Women's Shoes 
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QUALITY | 
WOMEN'S SHOE JOBS 
FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York City 
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Riding Boots 


Co eee CO er re 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 








Selby Declares Dividend 


PoRTSMOUTH, OHIO—Directors of the 
Selby Shoe Co., Portsmouth, declared 
a quarterly dividend of 12% cents on 
common stock, payable Dec. 5, to holders 
of record Nov. 25. 
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Large Attendance at Mid-West Showing 


Six Hundred Mid-West Buyers and About 125 Exhibitors 
Gather in Indianapolis for Annual Buyers’ 
W eek—Business Reported Good 


INDIANAPOLIS, IND. — Ideal weather 
conditions on the opening day of the 
nineteenth annual Indiana Shoe Buy- 
ers’ Week at the Claypool Hotel here, 
brought shoe buyers from adjoining 
states as well as from all parts of In- 
diana. Registration the first day was 
greater than any previous year and 
buying was in excess of last year. 

Approximately one hundred and 
twenty-five lines on display exceeded 
the number of 1940. Taken from the 
official count of the Indianapolis Con- 
vention Bureau, in charge of registra- 
tion, 600 shoe merchants had registered 
the first two days. The annual buyers’ 
week was held six weeks earlier so that 
necessary materials that are affected 
by priorities, may be obtained. 

Several new trends highlight the 
fashion picture for Spring and early 
Summer, and patent leather, it is esti- 
mated, will be used in 35 per cent of 
women’s shoes. Second choice is gabar- 
dine. Both will be popular, salesmen 
say. High colors such as Liberty Red 
and Kelly Green, and unusual leathers 
including reptiles, ombre tones and 
multicolored strap sandals were much 
in evidence. 

Getting much acclaim was the beige 
range. Open toes are to be popular and 
it was predicted that approximately 80 
to 90 per cent of the high style shoes 
worn by the American woman will be 
designed in that flattering way. 

The ankle strap with the open heel 
is in the picture and the cro-sover 
vamp, fashioned of several straps 
manipulated to give the feeling of solid 
leather, is slated for an important 


career. The wall last is good for street 
and casual types and lower heels were 
being shown in more high style and 
price lines than for many years. 

Play shoes were the big news. The 
rope platform, made in two-tone hemp 
and the espadrille, a ballet slipper type, 
is another coming craze, it was re- 
ported. Colors in the line of play foot- 
wear were cream, coffee, red with blue 
and green trimming. Navy is also said 
to be excellent. 

Men’s footwear has not been forgot- 
ten and darker tans and browns are in 
the picture. One of the outstanding 
models for spring in men’s shoes will 
be the ventilated shoe. Brown and white 
combinations will be in the limelight. 
Burgundy, a deep red, is going ahead 
in leaps and bounds. Two-toned beige 
and browns are increasingly popular, 
and wall lasts and moccasin types are 
going on with unabated demand. 

On Sunday afternoon visiting ‘ladies 
were entertained at a theater party, in 
charge of Mrs. Carlton F. Klaus, chair- 
man of the entertainment committee 
for ladies. In the evening there were 
ecards, and other entertainment was 
provided through the three days of the 
gathering. 

On Monday night the annidal banquet 
was held in the Riley Room, where a 
runway was erected for the style show, 
which took place after banquet and 
entertainment. Dancing followed the 
style show. 

Ralph A Baker, president of the In- 
diana Shoe Travelers’ Association, 
sponsor of the show, said the buying 
was the biggest on record for this show. 





Latest Rulings on Tax 


on Shearlings 


New YorkK—The National Shoe Re- 
tailers’ Association has issued a special 
bulletin—stating the latest revisions of 
the excise tax on shearlings. “In order 
to clarify the confusion existing in re- 
gard to shearlings that may or may not 
be taxable,” the bulletin states, “L. E. 
Langston, executive vice-president of 
the association, telegraphed Captain 
D. S. Bliss, Deputy Commissioner of the 
Bureau of Internal Revenue, asking for 
a statement as to whether or not shear- 
lings are taxable, and in what colors 
they are subject to tax.” 

Captain Bliss’s reply, containing the 
following statement, was reprinted in 
the bulletin: 

“Slippers of which electrified sheep- 
skin is the component material of chief 
value not taxable unless such sheepskin 
is processed and/or dyed to resemble 
fur. Such sheepskin slippers bleached 
white or dyed beige, red, blue, green or 
other colors which obviously do not re- 


semble fur are not subject to tax. If 
dyed brown to resemble fur, taxable. 
Above rule applies likewise to shear- 
lings not processed or electrified.” 


Ped-O-Flex Co. Has 
Larger Factory 


Los ANGELES, CALIF.—Due to a tre- 
mendous increase in business, the Ped- 
O-Flex Co., manufacturers of a popu- 
lar flexible foot exerciser, have taken 
half the factory building at 5227 South 
Avalon Boulevard, this city. The com- 
pany has been incorporated under the 
laws of this state with the following 
officers : 

President, Harry E. Hukill; directors, 
Chester Long, William G. Crist and 
Fred Chubb. 

The line has been broadened’ by add- 
ing a medicated foot bath and some- 
thing new and most practical in a 
metatarsal pad. Salesmen from repre- 
sentative findings houses are now cover- 
ing wearly all parts of the country. 
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Coward Mid-Town Store Streamlined 


Lower wall cases give the appearance of spaciousness and new seats a 
feeling of comfort in this modernized second-floor section of the Empire 
State Coward Shoe Store in New York City. 


New York, N. Y.—The Coward Shoe 
Company celebrates their 75th—Dia- 
mond Jubilee—Anniversary by doing a 
complete streamlining job on their 
Empire State Store, the largest shoe 
store in New York. 

On entering the store, the first change 
to be noticed is a sweeping, unencum- 
bered view of the entire main floor. 
This has been achieved by lowering the 
shelves to below eye level, giving a re- 
markable feeling of spaciousness. The 
shop has been repainted in light, mod- 
ern tones, and new carpeting has been 
laid over the entire sales area. 

Brightly unholstered, comfortable, in- 
dividual arm chairs have replaced the 
old opera-type seats, contrasting with 
the new and smart beige-and-tan tone 
carpeting. The children’s department 





From Machinist to 
Shoe Merchant 
[CONTINUED FROM PAGE 26] 


Mr. Bosau now thought a golf shoe 
made of heavy leather, with heavy sole 
and built to strengthen the ankle and 
arch would be a good sportsman’s shoe. 
He still remembered the long hours on 
his feet while working in the shops. 
So Mr. Bosau, the machinist, who knew 
little or nothing about leather and 
shoes, ordered sports shoes made t® his 
design. 

His styles were so popular that both 
customers and shoe manufacturers 
turned to him. Now he has the sole 
Pittsburgh agency for three high-grade 
lines of men’s footwear and sells many 
other makes—job lots—in his new store 
opened in 1936 on the Boulevard of The 
Allies and Smithfield Street, yet he has 
never displayed any shoe in his win- 
dow without the manufacturer’s con- 
sent. He believes in playing fair not 
only with his customers but with the 
other shoe retailers of the city. 
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has been made gay with vari-colored 
chairs and a bright blue carpet. 

The ten huge windows overlooking 
34th Street on the upstairs floors have 
been newly styled with modern drapes 
and decorative Venetian blinds. Both 
the upstairs and downstairs hosiery de- 
partments have been equipped with 
fluorescent lighted modern display 
eases. At strategic points along the 
streamlined expanses of wall cases, 
illuminated shadow boxes have been 
built where the newest Coward shoe 
fashions will be displayed. 

Coward completed this modernization 
by installing the newest type of air-con- 
ditioning so that men, women, and 
children may shop there on even the 
hottest days of next Summer in a com- 
fortable, cool and even temperature. 





For years now Mr. Bosau has de- 
signed shoes for one manufacturer and 
he buys each year about 40,000 pairs 
for stores located in Youngstown, Ohio, 
Wheeling, W. Va., Cleveland, Ohio, 
Uniontown, Pa., Erie, Pa., Detroit, 
Mich., and Pittsburgh, paying out 
yearly more than $150,000. He owns 
two of these stores, the Pittsburgh and 
Cleveland stores, the latter being man- 
aged by the son of the Pittsburgher 
who sold Mr. Bosau his first order of 
shoes. A nephew of “Bonesetter” Reece 
bought the store in Youngstown for 
which Mr. Bosau is shoe buyer. One or 
two other stores in this chain are now 
owned by former customers of Bosau. 
Some he has aided financially in getting 
started, all he has aided by buying the 
best quality at a good price. Lewis 
Pagone, Pittsburgh manager, quit a 
$2.50-a-week job as a tailor’s helper 
to go with Mr. Bosau fourteen years 
ago when he was as many years old. 

His overhead costs are low; the aver- 
age gross profit is 22 per cent. When 
he has distress merchandise now he 
gives it to churches and relief agencies. 
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Children's Shoes 





The C. A. Haines 
Shoes for Children 
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LITHOX EXTRA WEAR SOLES 
LITHOX CORD. SOLES AND HEELS 


The popular Soles and Heels 
because of Quality and Price 


THe LITHOX corp. 
WAPAKONETA, OHIO, U. &. A. 














During the depression, he gave shoes 
to homeless and jobless men huddled by 
fires to keep warm, under the darkness 
of the Smithfield Street Bridge. The 
police, firemen and city and county em- 
ployees gradually switched to his store. 
Over 250 clergymen have turned to 
Mr. Bosau. Sixty pairs of shoes have 
been sold annually to the Red Skins, 
pro football team, for the past nine 
years. 

“Shucks,” grins Mr. Bosau, “it’s 
nothin’, I give my customers a quality 
shoe at a decent price.” 








SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





S ALESMAN to carry new line of Growing 

Girls’, Misses’ and Children’s high grade 
welts. Apply at once. Carl W. Herbst Shoe 
Mfg. Co., 224 West Washington St., Mil 
Wisconsin. 


NEW YORK MANUFACTURER of $3.-$5.00 

Sandals and Slippers desires territorial rep- 
resentatives on straight commission basis for 
Chicago, St. Louis, Middle West, Eastern 
Middle West, Los Angeles and West Coast. 
Only salesmen with following in better shoe 
stores and Department Stores will be con- 
sidered. Give full particulars. Address $373, 
care Boot & ~ ag ee 100 East 42nd 
Street, New York, 


WANT TO LEASE 

















WANTED TO LEASE 


Women’s Shoe department in fine 
ready-to-wear store, S. W. lowa town 
of 10,000. Established business going 
into new building. Marvelous oppor- 
tunity. Immediate action necessary. 


MENZERS 
Creston, lowa. 














MERCHANTS NEEDS 


MATS FOR YOUR 
NEWSPAPER ADS 


Eliminate the headache of trying to find the 
“right cut" for your ad. No more high cost 
of art work or engravings. 


Send for sample proofs now. 
SHU-MAT CO. 
401 Grand Theatre Bidg., Columbus, Ohie 























Cab Drivers Buying 
Aviation Boots 


SPRINGFIELD, ILL.—Prillaman’s “Boot- 
ery,” 5th and Monroe Streets, Spring- 
field, has experienced a nice run on cow- 
boy boots recently. A steady demand 
for this type of footwear has been ex- 
perienced in children’s and misses’ sizes 
for novelty footwear. However, much 
to their surprise they can’t meet the 
demand in the boots in men’s sizes. The 
Oklahomians and Texans from the 
southern Illinois oil fields are buying 
them. The nearest oil fields are 100 
miles from Springfield. 





S HOE STORE—Red Cross, Florsheim Agency ; 

good community; population 50,000; Metro- 
politan area. Going business. Address $375, 
care Boot & Shoe = ian 100 East 42nd 
Street. New York, N. 





WANTED TO PURCHASE 


I AM interested in buying established Ladies’ 
Novelty Shoe Store or Department in Middle . 
West. Address £374, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y 


HELP WANTED 


FACTORY SUPERINTENDENT—New York 

shoe manufacturer wants man thoroughly ex- 
perienced from patterns thrdugh packing on 
Women’s High Priced Cement Shoes. Address 
2376, care Boot & Shoe Recorder, 100 East 
42nd Street. New York, N. Y. 














MERCHANTS’ NEEDS 
Bowling Shoes 


Nine different styles in black, white and 
smoked elk, high cuts and oxfords for men 
and women Bowlers. Three professional 
genuine Goodyear Welt 
Construction. Chrome 
leather sole—left foot. 
Gum rubber sole with 
leather tip — right 
foot. Left 
handed 
Bowling 
Shoes in 
stock no ex- 
tra cost. 





Division A. R. Hyde & Sons Co 
CAMBRIDGE, MASS 








Carl Prillaman reports that the war 
has brought an increased demand for 
military-type footwear. At present he 
is experiencing quite a run on the fleece- 
lined aviation boot—his best customers 
being the local cab drivers. Field and 
infantry type boots are also popular. 
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CAMITTA SHOE COMPANY 
16 8. Srd St. Le > Pa. 
Phone Lombard 

















SHOE STORES WANTED 
FOR CASH 


Unusual references on request 
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BUYERS OF 


SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 


19 N. Fourth St. Philadelphia, Pa. 
Phone Market oes 

















WE BUY 
ius Wholesale and Retail 
randed Shoes such 4s. 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, 
tonians, Stetson, Red Oross, Nunn-Bush, Ete. 
EBVINE ROSIN 


SO Reade Se. "Cor. C Church 
Phone Barclay 7-7887. New York City 




















SELL YOUR SURPLUS STOCKS 
te 


KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes 
from retailers, jobbers and manufacturers. 
° Visit our new weorehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 











CLASSIFIED ADVERTISING RATES 

The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
choten, 1:28. When o bekindeher ts Auised tative wards dnd be edded fer tha. cddren. | In ail other cases 

each word of the address should be counted. 
Tere for al ply cole cdvrtinments $5.0 on ich with «maxim of 46 word 

Classified advertising is payable in advance. 

ww Advertisements for this page mast be In our New York office on Friday of the week preceding peblicetios. - wx 
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Stockton, 


Dividend Declared by 
U. S. Rubber Co. 


New York, N. Y.—Directors of 
United States Rubber Company have 
voted a dividend of $1.50 on the com- 
mon stock, payable December 22 to 
stockholders of record December 15. 
This makes a total of $2.00 a share on 
the common in 1941. 

On March 5 the company declared a 
common dividend of 50 cents which was 
to have been paid April 30 to stock- 
holders of record April 16. Payment 
was delayed as the result of a suit filed 
shortly after declaration by a preferred 
stockholder in the federal district court 
at Newark, N. J. 

The plaintiff sought to enjoin the 
payment on the ground that the com- 
pany had earnings in 1935, 1936, and 
1937 from which dividends should be 
paid on the first preferred stock before 
disbursements were made on the com- 
mon. On July 7 the court denied the 
application of the preferred stockhold- 
er, who then appealed to the United 
States circuit court of appeals at Phila- 
delphia. Last month the higher court 
decided in favor of the company and 
the restraining order which had pre- 
cluded payment was dissolved. Pay- 
ment was made November 19. 


Kleinert Introduces 
Play Shoes for Men 


New York, N. Y.—The Kleinert Rub- 
ber Company is introducing for the 
Southern resort season, a new group of 
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at the 


BENJAMIN 
FRANKLIN 


HOTEL 


Pipeetnevtebeedonechnon 
your frien iveyour- 
self the benefit of the Benjamin 
Franklin’s great name. Enjoy a 
comfortable room, good service, 
and food. 1200 outside rooms 
with combination tub-shower and 
circulating ice water. Rates from 
_—_- $3.50 aaeie, $5 double, $6 
twin bed 


BENJAMIN FRANKLIN 
Philadelphia's 


Finest Hotel 


George H. O'Neil 
Managing Director 











men’s play shoes called “Sportimers.” 

Woven string in various patterns in- 
cluding stripes and solid colors are used 
in the uppers with leather or crepe rub- 
ber soles. Some have heels and others 
the modified platform type of sole. All 
styles feature the Flexon sole for bare- 
foot comfort. This is a patented fea- 
ture that is said to give the sole flex- 
ibility and adds spring to the wearer’s 
step. 

There are several styles available— 
most of them with open toes. Some 
have criss-cross bands and others are 
designed with straight bands across the 
vamp. Kleinert “Sportimers” are elas- 
ticized to provide smooth fit. 


Willard Helburn Heads 
Rubber Branch of DCS 


WASHINGTON, D. C.— Appointment 
of Willard Helburn, of Cambridge, 
Mass., as chief of fhe Rubber and Rub- 
ber Products Branch of the Division of 
Civilian Supply was announced recent- 
ly by Joseph L. Weiner, deputy di- 
rector. Mr. Helburn succeeds Barton 
Murray, who resigned recently because 
of the pressure of personal affairs. 

Mr. Helburn is president of Willard 
Helburn, Inc., a leather manufacturing 
company of Peabody, Mass. He was 
graduated from Harvard University in 
1904 in the same class with President 
Roosevelt. After two years as a news- 
paperman, he entered the leather busi- 
ness headed by his father and has been 
connected with it for approximately 35 
years. 


IF you ore an executive, a junior 
with 


executive, or a person good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 

It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 

Write today for the free booklet 

. it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York Cit! 














M.A.S.R.A. Protests Baruch 
Standardization Proposal 


PHILADELPHIA — At an_ executive 
meeting of the Middle Atlantic Shoe 
Retailers’ Association, held December 
8, the following preamble and resolu- 
tions were unanimously adopted: 

“Whereas, There has been brought 
to the attention of the Executive Com- 
mittee of the Middle Atlantic Shoe Re- 
tailers’ Association, the correspondence 
passed between the Hon. Bernard M. 
Baruch and Congressman Albert Gore 
of Tennessee, in which a suggestion 
was made by Mr. Baruch that a limita- 
tion be put upon the lasts, patterns, 
class and type of footwear that might 
be offered for public sale, and 

“Whereas, Our organization, through 
its membership located in one of the 
most thickly populated territories of 
the United States, the five states of 
Pennsylvania, New Jersey, Delaware, 
Maryland and Virginia, is in very close 
touch with the public’s requirements 
and necessities in footwear, therefore 
be it 

“Resolved, That this organization 
views with greatest alarm the harmful 
results to the public in health and 
morale, and the loss of employment and 
dislocation in the industry that would 
result from such limitation. And there- 
fore be it further 

“Resolved, That a copy of these reso- 
lutions, together with a supplementary 
memorandum enclosed therewith be 
sent to the Senators and members of 
Congress of all of the five states in 
which our Association functions.” 

The resolution is signed by Robert 
Hemhauser, president of M.A.S.R.A., 
and Cal J. Mensch, secretary. 
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Ryan Named Hides 


Inspector at Chicago 


WASHINGTON, D. C.—Appointment of 
Thomas F. Ryan, of Chicago, as hides 
inspector at the Chicago regional office 
of the Office of Price Administration 
was announced today by J. K. Gal- 
braith, assistant administrator. 

Mr. Ryan is widely known in the 
hides trade in which he has been en- 
gaged for 40 years. For the past 12 
years he has been chief of the hides 
inspection bureau of the Commodity 
Exhange, Inc., New York. 

In his new position Mr. Ryan will 
oversee the technical provisions of the 
OPA maximum price schedule on hides, 
kips and calfskins, with particular re- 
gard to price differentials, “upgrading,” 
tare allowance, selection, and delivery. 
Inspections will be made of hides in- 
volved in sales. 

“Upgrading” of calfskins and pur- 
ehase of green skins by tanners at 
higher than ceiling prices are two pro- 
hibited practices to which Mr. Ryan 
will give special attention. “The “up- 
grading” involves sales of skins of 
“country” or “city” grades at “packer” 
classification prices. In this connection, 
it is pointed out that many more skins 
are being sold currently as “packer” 
skins than ever before. 


Arch Preserver Dealers 
Meet in New York City 


New York, N. Y.—The Wright Arch 
Preserver Dealers’ Association of Met- 
ropolitan New York met recently in the 
E. T. Wright & Company office, Marb- 
ridge Building, New York. 

The object of this association is to 
discuss mutual problems which arise, 
and to cooperate in sales and adver- 
tising activities. Their advertising cam- 
paign which has been running in the 
New York newspapers is now at its 
height and the principal discussion of 
the meeting concerned ways and means 
of merchandising this publicity. 

The campaign consists of weekly ad- 
vertisements in large size, each adver- 
tisement showing two of the latest mod- 
els, and, while each advertisement is 
current, the dealers highlight the two 
shoes being shown in their window and 
store display. Special blowups of the 
advertisement are also shown in all dis- 
plays, and a number of the dealers also 
send out mailing cards tying up with 
these advertisements. 


Fit for a Queen 


Even royalty obeys the rules laid 
down to protect the lives of those who 
work in the munitions plants of En- 
gland. The photograph on Page 15 
shows Queen Mary being fitted to a 
pair of special shoes of the type con- 
sidered safe for a visit to a plant in 
which shells are being filled with high 
explosive. Though the detail is not 
quite clear, it seems obvious that these 
sturdy oxfords have buck or suede up- 
pers and soles of crepe rubber. 
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OUCETTE 


ales use the best patent leather 
... COLONIAL 





As do all makers of superior footweor, Rosenthal & 

Doucette seek out the most skilled craftsmen, and the finest values in 

leathers. They have found that Colonial Patent not only delivers con- 

sistently better value, foot for foot, but also cutting and manufacturing 
~ economies which help to make their Flirtation Shoes one of the out- 
standing lines in the footwear market. Wise buyers specify Colonial 

Patent in black... or any of the thirty available colors ...in order to 

=, better satisfy their customers, and build repeot soles. 
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